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Dewasa ini persaingan pasar smartphone semakin ketat, sehingga 
produsen smartphone terus dituntut untuk melakukan inovasi, dimulai dari 
memperhatikan kebutuhan dan keinginan konsumen terutama pada strategi untuk 
mempertahankan customer loyalty. Dalam sebuah pasar yang kompetitif,  
customer loyalty tidak terlepas dari brand image dan perceived quality. Peran 
brand image dan perceived quality tidak lain adalah memberikan alasan untuk 
membeli dan dapat berujung pada loyalitas pelanggan itu sendiri. 
Tujuan penelitian ini adalah; (1) mengetahui hubungan antara brand image 
dan perceived quality dengan customer loyalty, (2) mengetahui hubungan antara 
brand image dengan customer loyalty, dan (3) mengetahui hubungan antara 
perceived quality dengan customer loyalty pada mahasiswa Fakultas Kedokteran 
Program Studi Psikologi Universitas Sebelas Maret. 
Penelitian ini menggunakan proportionate stratified random sampling 
dengan sampel sebanyak 186 mahasiswa. Instrumen yang digunakan adalah skala 
customer loyalty, brand image dan skala customer loyalty. Hasil analisis regresi 
berganda menunjukkan nilai Fhitung sebesar 43,229 (p < 0,05) dan nilai R = 0,566. 
Nilai R2 adalah 0,321 yang menunjukkan sumbangan total efektif brand image 
dan perceived quality terhadap customer loyalty sebesar 32,1%, dengan 
sumbangan efektif brand image sebesar 20,3% dan sumbangan efektif perceived 
quality sebesar 11,8%. Secara parsial, terdapat hubungan yang signifikan antara 
brand image dengan customer loyalty (p < 0,05 ; rx1y = 0.411) dan terdapat 
hubungan signifikan pula antara perceived quality dengan customer loyalty (p < 
0,05; rx2y = 0,296). 
Kesimpulan penelitian ini adalah terdapat hubungan positif yang 
signifikan antara brand image dan perceived quality dengan customer loyalty. 
Semakin tinggi brand image dan perceived quality yang dimiliki individu, maka 
customer loyalty akan semakin tinggi, begitu pula sebaliknya.  
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 Nowadays’ smartphone market competition are currently on-
heat, thus smartphone manufacturers are forced to make innovation, 
starting from the needs and desires of consumers, especially on strategies 
to retain customer loyalty. In a competitive market, customer loyalty also 
can not be separated from the brand image and perceived quality. The 
role of brand image and perceived quality is nothing but giving reason to 
buy and can lead to customer loyalty itself. 
 The purpose of this study is; (1) determining the relation between 
brand image and perceived quality with customer loyalty, (2) determining 
the relation between brand image with customer loyalty, and (3) 
determining the relation between perceived quality with customer loyalty 
in the students of the Medical Faculty, Study Program of Psychology, 
Sebelas Maret University. 
This study using proportionate stratified random sampling with a 
sample of 186 students. The instrument used is the scale of customer 
loyalty, brand image and scale of the customer loyalty. The results of 
multiple regression analysis indicates the value of Fhitung 43,229 (p 
<0.05) and the value of R = 0.566. R2 value is 0.321 which shows the 
effective contribution of the brand image and perceived quality on 
customer loyalty by 32,1%, the effective contribution of 20,3% of brand 
image and perceived quality effective contribution of 11,8%. Partially, 
there is a significant relationship between brand image with customer 
loyalty (p <0.05; rx1y = 0,411) and there is also a significant correlation 
between perceived quality with customer loyalty (p <0.05; rx2y = 0.296). 
It is concluded that there is a significant positive relationship 
between brand image and perceived quality with customer loyalty. The 
higher the brand image and perceived quality of the individual, then 
customer loyalty will be higher, and vice versa. 
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